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With the growth of sales volumes and scales, not only the advantage of low price 
and search cost, but also the service quality is emphasized increasingly by customers. 
Service quality has become an important factor for upgrading competitiveness for 
online merchants. As an unavoidable problem under e-commerce, service failure has 
such a significant effect on customer satisfaction and long-term running of online 
business that service recovery is an important factor in e-commerce. 
   The previous researches on service recovery under e-commerce mostly focus on 
service recovery measures, but because of the low conversion cost and lack of trust, 
customer defections is so easy that turning from the transaction-oriented to 
relationship-oriented is the long-term plan to keep continuous competitiveness. 
Therefore, integrating the perspective of customer relationship into service recovery 
management, investigating how the customer react to the service recovery, and how 
service recovery influence the customer's successive purchase behavior from 
relationship marketing's viewpoint, has become more and more realistic. 
   On the basis of related theories, the paper introduced the conception of e-service 
quality and customer relationship, and extended the traditional theoretical model of 
service recovery under the online shopping environment. The research hothesized the 
conceptual model and did empirical research on the relationship among service 
recovery quality, relationship quality and behavioral intention. 
   The main conclusions of the research are as follows: Firstly, the perceived quality 
of online merchants' service recovery can be measured by E-RecS-QUAL 
(responsiveness, contact and compensation). Secondly, e-service recovery quality has 
a positive influence on relationship quality, responsiveness and contact have a 
remarkable positive influence on customer satisfaction, and compensation has a 
remarkable positive influence on customer trust. Thirdly, relationship quality has a 
positive influence on behavioral intention, and only customer committment has a  















quality has an indirect positive influence on behavioral intention, through the 
mediating effect of relationship quality. 
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在 1993 年首次引入电子商务概念以及 1996 年第一笔网上交易产生之后，
我国网络购物进入高速发展时期。目前，网络购物在我国的发展采取了三种基本
模式，分别为  B2B(Business To Business，企业对企业)、B2C(Business To 
Customer，企业对消费者)以及 C2C(Customer To Customer，消费者对消费者)。 
据据艾瑞产业研究数据中心 新发布的《2009-2010 年中国网络购物行业发
展报告》显示（如图 1.1），2009 年中国网络购物交易额规模继续高速增长，达
2630 亿，相比 08 年增长 105.2%；在近 4 亿网民中，网络购物用户规模已超过 1
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图 1.1 2007-2013 年中国网络购物市场交易规模 















从网民网购平台选择方面看，如表 1.1 和 1.2 所示，C2C 平台是中国网购主
流模式，占全部成交量的 93%。其中，淘宝网去年交易额为 999.6 亿元，统领网
购市场的 80%的市场份额。2008 年 85.9%的用户在 C2C 平台购买过商品，70.6%
的用户在 C2C 购买。C2C 平台相比其它类型的购物平台，无论是在商品种类、
数量、价格、服务等各方面均存在明显优势，是当前国内网购市场的绝对主力。 
 
表 1.1 2004-2008 年网络购物交易情况 
 2004 2005 2006 2007 2008 
网络购物总体交易额 80.9 193.1 312.0 676 1281.8 
C2C 总体交易额（亿元） 38.9 137.1 230 518 1192.1 
C2C 交易额占总体交易额比例（%） 48.1% 71.0% 73.7% 76.6% 93% 
B2C 总体交易额（亿元） 42 56 82 158 89.7 
B2C 交易额占总体交易额比例（%） 51.9% 29% 26.3% 23.3% 7% 
资料来源：艾瑞产业研究数据中心：《2008-2009 年中国网络购物行业发展报告》，2009 年。 
 
表 1.2 2008 年中国网购用户已购和 常购的网站类别 
 购买过（多选） 常购买（单选） 




网上银行的网上商城（如工行网上商城等） 13.50% 2.70% 
门户或 IT 网站的网上商城 7.00% 1.80% 




样本描述：N=265540；2008 年 11-12 月通过 iUserSurvey 在 84 家网站上联机调研获得 


































度有重要影响（Blodgett & Tax，1993；Blodgett，Hill，& Tax，1997；Boshoff，
1997；Boshoff & Leong，1998；Conlon & Murry，1996；Gilly，1987；Goodwin & 
Ross，1992），也有学者研究了其对行为意向的影响（如 Spreng，Harrell，& Mackoy，
1995；Wirtz & Mattila，2004）。在网络购物环境下，对服务补救的研究还非常有
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